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F​ounded in 2006, Ovzon is significantly younger than most of the peer organizations within the satellite 
industry.  By offering large-data, broadband satellite communication via laptop-sized mobile terminals, 
the company holds a competitive advantage within the marketplace.  This is significant since there is 
typically a trade-off between high bandwidth communication and the size of the terminal, limiting the 
ability to be mobile.  The company began leasing satellite capacity in 2014 and since then, the product has 
been validated, operational and currently used by one of the most advanced satellite services customers in 
the world, the United States Department of Defense. 
  
Ovzon doubled its revenue between 2014-15 and became profitable for the first time in 2016 after a 
record sales year resulting in $34 million.  The company first went public in May 2018 and has increased 
their shareholder price by 30%.  Ovzon secured funding for $60 million during Q3-19.  In addition, 
Ovzon finalized several agreements with the US military resulting in $13 million in sales and increased its 
assets/ cash equivalents significantly compared to 2018.  The company is expected to reach the $30 
million revenue mark for the third-straight year, while decreasing operating costs by $3 million resulting 
in a profit of $6 million in the first nine months of 2019.  Current market cap is estimated at $2.1 billion 
(Ovzon Financial Statements, 2019). 
 
According to Co-Founder, Per Wahlberg, Ovzon has the ability to enter a $120 billion broadband services 
market.  $8 billion of which is immediately addressable by the company’s current capabilities including 
mobile satellite services, fixed satellite services and the unmanned vehicles industry.  Today, there are 
two primary target audiences Ovzon wishes to engage with that include resellers and end-users affiliated 




models, (1) bulk sales through long-term contracts, and (2) selling capacity by usage (minute-by-minute). 
As previously mentioned, Ovzon leases satellite capacity from third-party providers but is launching its 
first satellite, ​Ovzon-3​, in 2021.  By launching their own satellite, Ovzon will increase available capacity 
and improve performance for its customer network.  Ovzon and Carnegie have created several revenue 
earning scenarios that indicate a minimum of $100 million in annual earnings and the potential to exceed 
$500 million by 2023 (Ovzon & Carnegie Research, 2018).  
 
The satellite services and products industry is currently experiencing a 3% Compound Annual Growth 
Rate (CAGR) since 2010 with no signs of slowing.  The major competitors and peer organizations within 
this field include companies such as Intelsat, Inmarsat, KVH, Marlink and Speedcast.  These 
organizations are averaging approximately $1 billion in annual revenue and employ between 500-1,200 
employees each.  With only 25 current employees, Ovzon is relatively small considering the industry, but 
relies on its unique value proposition and strong customer relationship to increase value and build 
awareness.  The CEO, Magnus ​René​, is dedicated to telling the story of Ovzon and believes that creating 
a thought leadership campaign will strategically position Ovzon as an exclusive, high-performing and 
preferred option for those who seek MSS (mobile satellite services) equipment.  With limited resources 
(compared to the competition), Ovzon must find a way to cut through the noise with an efficient and 
targeted communications plan.  This is a critical time for Ovzon to retain its current client relationship 
with the US DoD and prepare for the satellite launch in 2021. 
 
The goal​ of this final project is to investigate the current broadband industry and create a marketing and 
communications plan that will help the company grow and diversify its current clients, overall revenue 




the creation and dissemination of content that positions Ovzon as a ​thought-leader​ and positively impacts 
the bottom line.  
  
























DEFINITION OF TERMS 
 
“Thought leaders advance the marketplace of ideas by positing actionable, commercially relevant, 
research-backed, new points of view… thinking on behalf of themselves and their clients.”  
- Craig Badings & Liz Alexander 
  
Thought leadership has been an important tool for more than thirty years (Young, 2013) and has                
successfully stimulated trust levels between organizations and its’ publics (Bourne, 2015).           
Brocklebank-Fowler argues that thought leadership loosely describes a firm’s intellectual firepower           
(Brocklebank-Fowler, 2008), which has traditionally been created internally by the firms’ subject matter             
experts (SME’s). So how can Ovzon adapt their business model to set themselves apart and be                
considered true thought leaders within the broadband industry? An article from ​Harvard Business Review              
suggests that the traditional business model is focused on creating and capturing value for all               
stakeholders. According to Kavadias, the customer value proposition must be defined and there are              
several keys to success such as personalization, asset sharing and agility (Kavadias, 2016). By further               
defining thought leadership and applying it to Ovzon, I will present creative solutions to capture value for                 
the primary audience (resellers, end-users).  
 
Why is it so important to be considered a thought leader within an industry?  In the following section, I 
will explore the definition of thought leadership and the value it holds internally and externally for an 
organization such as Ovzon.  First, further defining thought leadership and providing statistical evidence 
to support the benefits.  Next, understanding how thought leadership can impact the bottom line for an 




leadership is.  Thought leadership programs become brand platforms (Aqeel, 2018), and its importance is 
greater than ever so it must be carefully considered and thoughtfully presented.  
  
What is Thought Leadership? 
Thought leadership has received little attention in academic literature or communications pedagogy, 
perhaps stemming from companies’ reluctance to acknowledge their processes to the outside word 
(Young, 2013).  It’s a fine line that PR professionals must walk in order to successfully and authentically 
create content that will motivate their publics to take action, think differently or trust the organization 
itself.  Scholars and researchers have worked hard to identify what ​thought leadership​ truly is but Michael 
Brenner might have succinctly explained it best when he said, “a thought leader is simply about becoming 
an authority on relevant topics by delivering answers to the biggest questions on the minds of your 
audience,” (Brenner, 2019).  
  
According to a survey done in 2016, 47% of buyers viewed 3-5 pieces of content before engaging with a 
sales rep (Demand Gen Report, 2016) and 78% of CMO’s believe custom content is the future of 
marketing (Hubspot, 2019).  Whether an organization chooses to build quality content vs. mass 
production of bite-sized material is up for debate.  However, these statistics justify that content creation is 
valuable and the PR profession bears the responsibility for building and understanding how thought 
leadership works as a trust production strategy (Bourne, 2015).  
 
Will a thought leadership campaign impact the bottom line?  According to a survey done by ​Edelman​, 
60% of business decision makers directly attribute wins to thought leadership efforts.  In addition, 61% of 
C-level executives and other high-value decision makers are, “more willing to pay a premium to work 




professional service leaders such as McKinsey, IBM and the Gartner Group, thought leadership has now 
become an executive priority for most B2B marketers.  High-value customers, such as business 
customers, are increasingly demanding education and advice as part of the sales process (Rogers, 2015). 
The challenge for Ovzon is to, “know what your organization can solve for most effectively and showcase 
your solution-sets.  Allow thought leadership to provide a value-added component to your business model 
that strengthens your marketplace reputation and makes your client relationships more profitable,” 
(Llopis, 2014).  There is an active transition from a knowledge-based to a wisdom-based economy.  The 
compilation of research that validates the positive or negative financial impact of thought leadership 
campaigns is still limited within the industry.  Much of this has to do with the lack of definition between 
thought leadership campaigns vs. traditional marketing efforts.  
 
Thought leadership is typically understood to be a forward thinking idea or concept that proactively 
moves the collective thinking within an industry.  However, this requires a strategy that utilizes expertise 
and understanding.  As Bungay explains in a recent article from the ​Harvard Business Review​, “it’s about 
depth.  Strategy is about what we are going to do now in order to shape the future to our advantage,” 
(Bungay, 2019).  A strategy that “deeply understands its business, the needs of its customers, and the 
broader marketplace in which it operates,” (Bauer, 2018).  Ovzon must challenge long-held assumptions 
within the industry and build trust utilizing the organization’s current capabilities and expertise.  This type 
of content needs continuous redeployment in the marketplace of ideas through multiple channels that 
include speeches, videos, meetings, editorials, etc. (Bourne, 2015).  By exploring the ways thought 







Trust Practice Framework 
Research identifies that credibility and its counterpart, trustworthiness, are the key attributes necessary in 
communicating persuasive messages (Callison, 2004).  Trust is the necessary component that all thought 
leaders must earn with its publics.  If Ovzon produces content discussing the value of mobile broadband 
with unmanned aerial vehicles but has minimal experience in that field, would resellers or end-users trust 
their analysis?  Most likely not.  
 
Bourne introduces the trust practice framework (Bourne, 2013) and identifies five major components used 
to build trustworthiness that include the following concepts: ​Protecting, Guaranteeing, Aligning, 
Opening-Up and Simplifying.  ​The trust practice framework dissects these concepts as it relates to 
communication and the development of thought leadership.  Below, these concepts are reflected on by 
Bourne and other scholars.  
  
Protecting:​  According to Bourne, this is the most powerful trust practice.  It refers to the protection that 
consumers receive from organizations that separate ‘myth’ from ‘reality,’ (Bourne, 2012).  Ovzon must 
inform its audience but must always remember that it has a simultaneous responsibility to not mislead 
them.  Ever heard the term, all marketers are liars?  There tends to be a lot of noise and confusion within 
every industry due to exaggerated claims and competitive statements. The public is more knowledgeable 
than organizations give them credit for. Ultimately, decision makers and buyers conduct their own 
research well before engaging with a sales rep so it becomes even more valuable that a thought leader can 
thoughtfully articulate what they know and more importantly, ​what they don’t know. 
 
Guaranteeing:​  ​Guaranteeing​ is one of the simplest ways that an organization can build trust within their 




intended audience. The stamp of approval by trusted industry professionals and associations provides 
immediate credibility and cannot be overlooked when it comes to content creation, promotion or 
engagement. A true thought leader is one who establishes credibility and there is no better way to 
accomplish this than sharing the facts. ​We guarantee that this information is valid due to the extensive 
research conducted and valuable feedback provided through our industry partnerships. 
 
Aligning:​  PR professionals out to consider themselves as owners of organizational and industry values 
(Neilsen, 2006).  Similar to the act of guaranteeing the validity of the research conducted, ​aligning 
pertains to the network used to establish an additional layer of credibility. Trust requires credibility and 
credibility thrives with trust.  This can be accomplished by creating and maintaining relationships with 
professional associations within the industry such as the MSUA, GVF and SIA (see Appendix 1.A).  As it 
pertains to thought leadership, aligning with other ‘thought leaders’ within the industry can provide 
immediate benefits. Being a part of a panel discussion with other professionals is a great example of this. 
According to a 2019 survey, 84% of decision makers value thought leadership content that was forwarded 
to them by someone they respect (Edelman, 2019).  
 
Opening Up:​  Jay Bauer states, “A thought leader is someone with proven expertise and experience.  One 
who isn’t afraid to share it with the world.” ​Opening the kimono​ is a common expression amongst 
corporate executives that reveal the inner workings of a project or company to external 
partners/shareholders.  When Patagonia released a weekly blog that detailed their day-to-day business 
activities that included everything from the cost of doing business to their philanthropy ideologies, they 
immediately gained trust. This act of transparency proves that an organization is confident and unafraid to 
share their expertise.  See how customers feel about your business activities. They may fall in love with 





Simplifying:​  Trust is built by delineating between good and bad practices, promoting only quality 
information that limits confusion.  Ovzon must avoid confusing jargon, limit acronyms and utilize the 
industry information as an assist, not the focal point.  Tip-toeing the line between too-technical and not 
technical enough is a challenge, but being able to simplify and properly articulate a message shows 
expertise in communicating to the audience.  But how can a thought leader share their expertise and 
simplify the conversation?  It’s a great question and why the act of simplifying takes time and needs to 
constantly evolve with the conversation.  In fact, it’s a great opportunity to engage with the audience 
about the types of topics, ideas and conversations they wish to have.  Listening is just as valuable as 
talking when it comes to thought leadership. 
 
Does it apply to start-ups?​  Glenn Llopis argues that thought leadership is specifically valuable for 
smaller and nimbler start-ups, like Ovzon.  “Leverage every innovation for the betterment of your 
organization, its people, brand and client relations.  Breakthroughs come in all shapes and sizes.  The key 
is that your breakthrough can be measured and shared with your clients to propel growth and 
opportunity,” (Llopis, 2014).  Furthermore, it’s valuable to share internal best practices with clients.  It’s a 
conversation that Ovzon should be well-prepared to have and the act of transparency may lead to new 
findings. “You might even own a subject matter that could reinvent your industry,” (Llopis, 2014).  
 
Thought leadership is about creating relationships between an organization and its publics by developing 
intellectually relevant content that leverages internal experts to build trust externally. The value goes 
beyond branding and if successfully implemented across various distribution channels, can catapult sales 







Wireless broadband is the largest technology platform in human history.  According to Ericsson, the 
global wireless device industry is expected to reach 12.4 billion devices by 2023 (Sachs, Wallstedt, 
Alriksson & Eneroth, 2019).  The industry ​compound annual growth rate​ (CAGR) is experiencing 8% 
growth since 2008 and there are no signs of slowing down.  5G is the next step in mobile network 
evolution that includes applications such as telecommunications, artificial intelligence, remote 
manufacturing, cloud computing, UAV, robotics, transportation and enhanced GPS capabilities.  
 
As it stands today, Ovzon is a relatively small player compared to the competition.  Major industry 
leaders such as Intelsat, Inmarsat and others are producing over $2 billion in revenue annually.  Peer 
organizations and MSS providers such as Speedcast and Marlink are achieving annual revenue targets 
averaging $700 million and $170 million respectively.  For perspective, Ovzon is producing 
approximately $30 million in annual revenue.  Current earnings and market share are among several of 
the obstacles that Ovzon must tackle in order to achieve the 2020 revenue and awareness (thought 
leadership) goals.  
  
Ovzon Value Proposition & Potential Obstacles 
Ovzon is a leader that offers satellite communication capabilities to the United States DoD through the 
production and distribution of mobile laptop-sized terminals.  Traditionally, these terminals are used by 
military, government and civil departments that are located in challenging geographic locations with 
limited broadband access.  The company believes the end-user is the US Special Operations Command 
(USSOCOM).  Ovzon solves the problem of communication with its patented technology and holds a 





Ovzon has two primary value propositions.  First, no other satellite system solution matches Ovzon’s 
offering on throughput, mobility, reliability and price simultaneously.  For example, Ovzon’s main 
competitor, Inmarsat, and its BGAN terminal (the world’s most popular mobile satellite terminal) has a 
similar size but can only deliver speeds below 1 Mbit/s.  The BGAN delivers 256kbit/s and costs around 
$15/ minute to use while Ovzon offers 2Mbit/s at $7.50/ minute.  Simply put, half the price but 10x faster. 
Second, Ovzon is scheduled to launch its first satellite, ​Ovzon-3​, in 2021.  By launching their own 
satellite, Ovzon will increase available capacity and improve performance.  Ovzon and Carnegie have 
created several revenue earning scenarios that indicate a minimum of $100 million in annual earnings and 
the potential to exceed $250 million by 2023 (Ovzon & Carnegie Research, 2018).  The product has 
significantly higher speeds and lower end-user customer prices which results in high value in bandwidth 
and mobility.  ​“Mobile on the move.”  
 
There are several obstacles internally and externally that must be addressed by Ovzon prior to building a 
thought leadership strategy and communications plan.  The SWOT analysis conducted by the researcher 
(Ryan Hayford) identifies two categories, (1) internal weaknesses and (2) external threats.  
 
Internal weaknesses include the lack of financial resources, a segmented management team and a 
non-existent distribution channel.  This is considered a weakness due to the fact that competing 
companies are creating assets regularly, advertising with several publications and sponsoring industry 
events.  The next internal weakness is the segmented infrastructure between the engineering, upper 
management, sales and customer facing groups.  Although remote working conditions are common in 
many technology companies, this can be considered a weakness considering the vast time difference 




for Ovzon is the lack of distribution and sales network.  As of January 2020, Ovzon has solidified a single 
VAR located in Italy, ​GoMedia Satcom​.   This is a weakness within the industry considering that multiple 
OEM’s operate vast networks with distributors across the globe.  
 
External threats to Ovzon include their lack of recognition with the marketplace, growing competition and 
reliance on a sole client for the lion share of their business, the US DoD.  A recent article in 2018 by 
trusted media source, ​Space News​, announced the launch and manufacturing agreements that Ovzon 
created with Arianespace and Maxar Technologies; however, there has been little recognition beyond that. 
The positive here is that Ovzon has a real opportunity to further develop these valuable and high-profile 
partnerships with a strategic communications plan.  The competition within the marketplace is another 
major threat to Ovzon which is quickly evolving to capture as much of the broadband space as possible. 
As of 2020, there are over 2100 satellites in orbit so it’s imperative that Ovzon positions its single satellite 
with a highly targeted approach.  Finally, the US DoD is the primary client for Ovzon which typically 
favors the client in regards to pricing and mindshare.  In addition, the loss of this client would be highly 
detrimental to the success of Ovzon so it must protect this relationship at all costs.  Alternatively, the US 
DoD is a leader within the mobile satellite services space and there is an opportunity to leverage their 
influence to promote the Ovzon product and service. 
 
The success of this marketing and communications plan will rely on the collective and honest 
understanding of the business amongst all employees and upper management.  Is the company aware of 
its weaknesses and threats?  Considering the weaknesses, how targeted should the approach be for a 
successful outcome?    What does success look like and what are the proper expectations and measurable 





Industry & Competitive Analysis 
The Satellite Industry Association (SIA) reported in May 2019 that satellite manufacturing revenues 
increased by 26% due to the influx of high value intelligence and military applications (SIA, 2019).  In 
2018, over 300 satellites were launched, bringing the grand total of operational satellites in orbit to 2100. 
According to Tom Stroup, President of the SIA, “much of the excitement surrounding the ‘new space age’ 
is centered on recent innovations in high throughput satellite, small satellite and cubesat technology that is 
imperative to the largest industry segment, satellite services,” (Stroup, 2019).  
  
What does 5G mean for satellite?  Improved reliability for telematics.  ​Telematics​ is the interdisciplinary 
field that encompasses telecommunications and vehicular technologies such as transportation, road safety, 
electrical engineering and computer science (Aries, 2019).  There is a $120 billion market that is 
addressable with the Ovzon technology, see image below.  Appendix 1.B and 1.C will provide an 
additional breakdown of major organizations, publications and events associated with the satellite 
industry.  
  
There are several key players within the broadband, satellite production and capacity industry that tend to 
compete and collaborate depending on the opportunity.  For example, Ovzon currently leases capacity 
from Intelsat and when their new satellite, ​Ovzon-3​, is launched in 2021, Intelsat has already inked a $56 
million contract to lease capacity from Ovzon (Henry, 2019).  In addition to the graphic below, there are 
three competitors that I have been asked to investigate further that include ​Speedcast, KVH​ and ​Marlink​.  
 
The following competitors are highly involved in government, military and maritime applications where 
remote connectivity is required for successful missions, voyages and transactions.  Although each 




services, they all face the unique challenge of being unable to share customer testimonials due to 
confidentiality and national security.  Therefore, it’s more valuable than ever to position the organization 
as a thought leader using proprietary and internal resources to do so.  The following graphic compares 
several of the major players and their position within the marketplace using mobility and downlink speed 
as measurements.  Appendix 2.A will further audit the competition and their standing within the industry. 
 
 
What are the thought leadership efforts that competing organizations are engaged in?  This research is to 
be compiled and presented in the final report but the preliminary findings include campaigns identified as 
technical, business-case messaging and testimonial marketing.  Which of these are the most successful is 
yet to be determined.  Technical thought leaders, such as SES dedicate a high percentage of their website 
to teaching and educating their audience through various assets that include infographics, executive 
guides, how-to videos and what they call, ​Insight White Papers​.  Since the MSS industry is highly 
focused on providing communication capabilities to those in challenging situations, companies like 




strategically gain an economic advantage​.  I believe this is less relevant for Ovzon.  The final example of 
competitive thought leadership is the most relevant to Ovzon.  The current marketing campaign from 
Speedcast is dedicated to users and their stories of success.  By sponsoring well-known adventurer, Mike 
Horn, and his ​Pole-to-Pole Expedition​, Speedcast receives valuable product feedback, limitless promotion 
potential and positions itself as a trustworthy product for the most challenging of conditions.  Each of 
these different marketing and communications tactics will be addressed in the final report along with a 
suggested plan of attack for Ovzon.  
 
Michael Porter’s Competition Matrix 
In addition to the competition audit, I will use ​Michael Porter’s Five Forces of Competitive Position 
Analysis​, to determine where the power lies for Ovzon.  Porter suggests that by using these five factors, 
one can determine the strength of an organization’s current competitive position and the strength of a 
position that an organization may look to move into (Porter, 1979).  
 
Competitive Rivalry:​  The hub of the wheel in this particular model is the rivalry amongst existing 
competitors and how intense it is within the marketplace.  Although there are several targeted 
competitors, the industry is relatively small (10-12 providers) compared to the potential revenue 
possibilities ($120 billion).  SES is currently the largest competitor that generated $2 billion EUR in 2018 
and employs approximately 2,100 people (SES.com).  Inmarsat, which is considered a mature leader and 
primary competitor for Ovzon, produced $1.4 billion EUR in 2018, approximately 37% of that coming 
from the maritime industry (Inmarsat PLC Reports, 2018).  To put it into perspective, Ovzon will hit the 





The Bargaining Power of Suppliers:​  The broadband industry is quite small which provides a lot of 
power to the handful of suppliers that are manufacturing and launching satellites.  Porter suggests that the 
fewer supplies there are, the more power they have (Porter, 1979).  In this particular industry, this can 
create problems for companies like Ovzon for compatibility if they decide to change suppliers.  For 
example, Ovzon made a strategic decision in August of 2019 to partner with Arianespace instead of 
SpaceX to launch the satellite in 2021 (Henry, 2019).  It’s my belief that this will become a strategic 
advantage considering the Arianespace reputation.  
 
The Bargaining Power of Customers:​  Porter suggests that powerful customers can use their clout to 
force prices down or demand more services at existing prices, thus capturing more value for themselves 
(Porter, 1979).  This is certainly the case for Ovzon in two scenarios.  First, for 2020 and beyond, Ovzon 
is heavily focused on developing the Value Added Reseller (VAR) network across the globe. 
Considering Porter’s analysis, this indicates that resellers may request higher margins compared to 
organizations such as Inmarsat, SES and Marlink.  Second, Ovzon plans to work directly with military, 
government and maritime industries that are traditionally known for selecting the ​lowest bid​.  If the 
Ovzon technology can be positioned and differentiated enough from the competition, then this will be of 
no concern.  However, if it’s too closely related, then a bidding war commences and the power belongs to 
the customer.  
 
Threat of New Entrants:​  In a recent article published by ​Business News Daily​, Martin explains that the 
easier it is for a new competitor to gain entry, the greater the risk of an established businesses’ market 
share will be depleted (Martin, 2019).  As of writing this proposal, this is the most challenging of the five 
forces to analyze the competition for Ovzon.  Considering the costs associated with this type of 




this was a commodity or consumer product, it would be a major concern.  As of January 2020, I believe 
the threat of new entrants is minimal.  
 
Threat of Substitute Products & Services:​  According to the Ovzon value proposition and the 
competitive advantage developed below, Ovzon has a unique, cost effective and profitable solution for 
those who require high broadband capabilities with mobile terminals.  From the research conducted, 
Inmarsat and Marlink are the two companies that produce similar products that could jeopardize Ovzon’s 
earning potential.  However, it’s my assessment that Ovzon is the one who will threaten their businesses 




















Ovzon is in a relatively challenging situation due to their lack of brand recognition, small infrastructure 
and limited customer base compared to the competition.  Although their OTM mobility product is 
considered an industry leader due to its technical advantages, the cost and misunderstanding of 
capabilities amongst the target audience limits their potential to penetrate new markets and customer 
groups.  In addition, mergers and acquisitions have become commonplace within the industry and these 
partnerships pose a major threat for Ovzon.  Consequently, Ovzon faces an uphill battle but is currently 
implementing a new go-to-market strategy and allocating a recent $8 M investment towards sales and 



















TARGET MARKET, AUDIENCE & STAKEHOLDER PROFILES 
 
Through joint research, Ovzon has identified several target markets that it must reach during 2020 to 
successfully exceed revenue and awareness goals prior to satellite launch in 2021.  Below is a brief 
outline of the primary and secondary audiences with correlating profiles.  The compilation of data has 
been developed by the researcher (Ryan Hayford) through interviews with current employees, customers, 
resellers and external experts such as members of the Satellite Industry Association (SIA) and Mobile 










The challenge is to authentically and strategically reach multiple targeted audiences with the creation and 
dissemination of content that positions Ovzon as a ​thought-leader​.  Considering that Ovzon is relatively 
smaller than the other peer organizations within the industry, it’s imperative to think critically and act 
efficiently when it comes to communications.  The following research questions are presented to guide 
the procurement of information, consolidation of that data and assist in developing a strategic 










R1:​  Who is Ovzon and why should they be considered a thought leader within the industry?  
An internal and external review of the company compared against peer organizations along with an 
honest audit of capabilities, expertise, and competitive advantages. 
 
R2:​  What is the Ovzon story and what type of content must be created to properly tell it? 
Develop a SWOT analysis, identify company strengths, SME’s and forward thinking concepts that 
address the biggest challenges that the industry and its’ users face.  
 
R2:​  What is the most efficient way to reach the targeted audiences in an authentic and impactful way that 
increases awareness and impacts the bottom line?  
With a limited marketing budget, what types of tools and distribution channels will make for an 




In order to answer the research questions posed in this document, it’s important to develop an information 
collection process that incorporates multiple methodologies.  Through a mixture of primary and 
secondary research techniques, it’s possible to compile the data, identify themes of strategic messaging 
and build a thorough and complete marketing plan for Ovzon 2020-21.  Below is a breakdown of 







The purpose of primary research is to collect data directly and to customize it to address specific 
problems.  The challenges posed for Ovzon include strategic positioning within a considerably large and 
mature market, redefining the organization as a thought leader, and identifying the most efficient ways to 
reach its intended public.  Here are several primary research methodologies that will take place between 
December 2019 - March 2020.  
 
Interview:​  Interviews are traditionally one-on-one or small group question and answer sessions.  This 
qualitative approach is an intimate and fluid research method that yields a great deal of information for 
the researcher.  For Ovzon marketing purposes, the goal is to interview between 5-10 individuals that are 
internal and external of the organization.  Internal stakeholders such as members of upper management, 
sales and engineering will assist in the knowledge collection process and help to identify key attributes of 
the organization.  Utilizing Robert Simons’ ​Seven Strategic Questions​ as a framework, will provide 
valuable information relating to Ovzons’ self-perception, targeted audience, critical performance variables 
and most importantly, what are the issues that keep you up at night?  Interviews done with external 
industry members, such as editors or association leaders, will provide a more complete view of the 
industry.  This is important to identify the biggest questions of the industry, the types of challenges that 
users are facing and who the market leaders are and why. Collectively, this information will be 
consolidated and presented in the final thesis.  
 
Observation:​  Observational research is typically used when the researcher wants to learn and understand 
more about events, people and organizations without the biased viewpoint of an interview.  As it relates to 
Ovzon marketing, the researcher (Ryan Hayford) will be attending the Annual Ovzon Sales Meeting 




March 10-12, 2020 located in Washington, DC.  These events will include upper management members 
and sales executives from North America, Europe, Middle East and Asia.  It’s difficult to predict the exact 
findings that this observational research will yield; however, there are reasonable expectations that one 
will learn the current sales and go-to-market strategy along with the strengths, weaknesses and pain points 
of the sales team.  
 
Survey:​  Surveys are a form of questioning that is traditionally more rigid and involve a larger audience 
compared to focus groups or one-on-one interviews.  Although there is a limited amount of information 
that can be collected, it is a direct approach that will yield statistically relevant data.  As it relates to 
Ovzon marketing, the researcher will conduct a brief survey within the Ovzon organization utilizing the 
Delphi Technique​ to understand the brand voice.  In addition, the survey framework will include 
questions from the ​Launch Strategy Evaluation​.  The ​Launch Strategy Evaluation​ will assist to capture 
information relating to Ovzons’ market share, performance, relevance compared to the industry, social 
and technological capital.  
 
The purpose of the ​Delphi Technique​ is to collect insights from company experts, create collective buy-in, 
ensure group decision making and set proper expectations (John, 2011). By adjusting it slightly, we can 
use this similar process to conduct internal research of Ovzon.  First, it’s important to identify the targeted 
audience, which includes all major stakeholders affiliated with Ovzon.  This includes those who work for 
the organization such as employees in R&D, upper management, operations, sales, etc.  Next, by using 
qualitative and quantitative research methods, the researcher can paint a picture of the organization with 
numerical data and in-depth analysis.   Finally, the compilation of this information will assist to create the 
brand voice.  This includes an understanding of the consumer, identifying the core values that Ovzon 





There are five components to the ​Launch Strategy Evaluation​.  As presented by Chin-Nung, Chih-Hsiang, 
& Yan-Kai, these five components are related and play a considerable role when building an appropriate 
launch strategy (Chin-Nung, Chih-Hsiang, & Yan-Kai, 2016).  This includes market characteristics, social 
capital, technological capital, new product development organization and marketing mix.  By leveraging 
the Launch Strategy Evaluation, Ovzon can create a comprehensive marketing plan that takes into 
consideration the assets, partnerships, timing, opportunities and more.  Below, each component is further 
explained with industry relevant data and details.  
 
Market Characteristics (MC):​  Market growth has great influence on launch strategy decisions. 
Previous studies have identified that positional market characteristics influence performance and 
outcomes, including satisfaction, loyalty and market share (Song & Parry, 1997).  According to these 
studies, there are three market characteristics, (1) market share/potential, (2) firm performance and (3) 
competition, that are the most significant when determining a strategy for decision-making. During an 
interview in 2018, John Daymond said, “learn from others.  There are no more original ideas, just 
repurposed ones,” (Entrepreneur Oracles, 2018).  By using the industry analysis previously created in this 
document, it’s possible to identify the targeted audience and develop proper messaging for a successful 
launch.  In other words,​ situational awareness​.  
  
Social Capital (SC):​  Nahapiet and Ghosal define social capital as, “the sum of the actual and potential 
resources available though, embedded within, and derived from the network of relationships possessed by 
individuals and organizations,” (Hsieh & Tsai, 2007).  This suggests that the successful development and 
launch of new products requires a strong network, which Ovzon must continue to create with brand 




ancillary documentation.  For example, Tom Stroup, President of the Satellite Industry Association, is an 
ideal leader and organization worth engaging with.  
  
Technological Capital (TC):​  There is a significant positive correlation between new product success 
and (1) technological capability, which embraces R&D, engineering and production with (2) the level of 
business’s marketing skills, which embraces marketing research, advertising, promotion, sales force and 
distribution (Song & Parry, 1997).  In this scenario, technological capital is broken into two categories. 
The first pertains to company capabilities such as the technology offering, patents, products and services. 
The second relates to communication skills, marketing assets, and channels for distribution.  In both 
scenarios, it’s important to ​know what we don’t know ​(Forbes, 2017).  What does the competition have 
that we don’t?  What do we lack for resources?  The Ovzon marketing team is relatively small compared 
to the industry so it’s important to have a very honest understanding of capabilities.  
  
New Product Development Organization (NO): ​  The ​Delphi Technique​ enables Ovzon to create buy-in 
amongst several departments that include marketing, R&D, upper management, and others.  The NPD 
organization, or team, is built on a collective understanding of the firm’s abilities, products and services. 
According to Cooper, firms with a dedicated NPD team comprised of representatives from several 
disciplines within organization outperformed those that did not (Cooper, 1994).  Being able to test 
messaging with the NPD organization will assist in refining and crafting the message well before launch.  
  
Marketing Mix (MM):​  Tactical marketing efforts, such as product branding, pricing, distribution 
channels, sales force and promotion expenditures are included within the marketing mix.  For Ovzon, this 
will most likely become a multimedia branding and promotion strategy that includes digital 




developments internally and externally of the business will need to be considered.  The ultimate goal, to 
present a product to the target market and to generate income from sales of the new product (Hultink, 
1997).  
  
Launch Evaluation Strategy, Chin-Nung, Chih-Hsiang & Yan-Kai, 2016  
  
The ​Launch Strategy Evaluation​ is an effective tool for creating a successful product launch.  The above 
graphic details the connectivity between each segment and the role it plays within the process.  The 
Marketing Mix touches, influences and is influenced by each segment.  A successful evaluation of each 
requires careful consideration to determine actions and key performance indicators (KPI) for success.  
 
Secondary Research 
Secondary research is the compilation and consolidation of existing research.  This includes academic or 
industry relevant information that can be used to create theoretical frameworks and assist in the mapping 
of strategy.   The following sources of information will be valuable to Ovzon and their quest to position 





Academic Research:​  The academic research presented in this thesis proposal, appendix and ancillary 
documentation will serve as a strategic framework for Ovzon.  This includes a detailed literature review 
dedicated to thought leadership, various product launch strategies and recommended methods to data 
collection.  The value of professional literature and published business strategy case studies, such as those 
found in the Harvard Business Review, provide expert opinions and analysis from some of the world’s 
most successful individuals and organizations.  Strategy frameworks recommended for use in this 
proposal include ​Bourne’s Trust Practice Framework, Michael Porter’s Competition Matrix and​ ​Launch 
Strategy Evaluation​ presented by Chin-Nung and associates.  
  
Industry Analysis:​  In order to create a breakthrough strategy for Ovzon, it’s imperative to investigate 
the current broadband and satellite services industry from multiple sources.  This includes data collection 
and analysis from trade publications, events and organizations affiliated with this industry.  This type of 
data helps to understand the size and potential of the addressable market and identify who the influencers 
and leaders are.  Finally, there is data created internally for shareholders by Ovzon and Carnegie that will 
be used to evaluate Ovzons’ potential earning power and revenue projections for the next decade.  
 
Competitive Analysis and Audit:​  The final component to the Ovzon secondary research is the 
compilation of data collected through competitive analysis and audit.  Specifically, Ovzon is targeted at 
several organizations that include Speedcast, Marlink and KVH.  Analysis will include a company 
overview, website and social media audit, historical product launch successes/failures and current 
go-to-market strategy.  What are the characteristics of successful competitors within the industry?  How 
do these competitors position themselves as thought leaders?  By establishing an understanding of each 







The following section will review the findings from the survey, interview and observational research 
conducted.  The full interview questionnaire, detailed survey and observational notes are located in 
Appendix 2. The survey conducted with employees in operations, R&D, sales and management teams 
identified several key insights that can be utilized to tell the Ovzon story.  An 84% response rate was 
achieved and the open text fields offered a great deal of information for the researcher.  77% of the 
organization is customer-facing and over 30 questions about the company, industry, clients and 
competition resulted in the following segments, ​(1) Ovzon Identity, (2) Understanding the Audience, 















Thought Leadership in the Satellite Industry 
Research Question one focused on analyzing the key attributes of thought leaders within the satellite 
industry and how Ovzon can attain such a position.  First, it’s important to define that thought leadership 
within this industry is a combination of education and proactive discussion surrounding the future. 
Through primary and secondary research, I have identified the most critical topics within the industry and 
the companies who are actively engaged in these conversations.  Concluding this section is an analysis of 
Ovzon and its value proposition as it relates to thought leadership.  Critical topics in the satellite industry: 
(1) Responsible Space; (2) Interoperability; (3) Peer-to-Peer Communications; ​and​ (4) Telehealth.  
 
1. Responsible Space ​is the combination of environmentally and socially focused activities that 
organizations are taking to promote positive growth within the industry.  For example, ​OneWeb​ is 
committing resources to schools and educational facilities in third-world countries so that they 




manufacturer and launch provider that produces equipment with less waste and actively reduces 
their carbon footprint.  During multiple interviews, these two companies were repeatedly brought 
up during the discussion of​ thought leadership​.  
 
“Since 2015, the number of satellites in orbit has increased 243% totalling over 2100.  This 
trend will continue and production of equipment is moving too quickly for policy-makers to 
catch up.  It’s important that governments and satellite manufacturers deorbit equipment 
and eliminate the traffic in our atmosphere.”   
Tom Stroup, President Satellite Industry Association 
 
“Sustainability is an important topic for the industry as it 
relates to lean manufacturing and cost effective alternatives 
for satellite launches.  The companies that are embracing 
new technological advancements are bringing the cost down 
and benefiting the entire community.  From the user to the 
provider to the satellite operator, everyone benefits.”   
 ​Joe Milroy, Publisher Satellite Group 
 
2. Interoperability​ is defined as a product or system built with the ability to be compatible with 
other products or systems in the future without restriction.  Typically, this refers to products and 
services  that work together from different OEMs.  For example, the Verizon internet service may 
only be available to iPhone10 users but the next generation of equipment may not have the same 




negatively impact the financial stability of a business or organization that commits to a vendor 
who is not compatible with multiple satellite operators or service providers.   1
 
“Each company is deploying different technologies and 
interoperability will become an issue.  User terminals and 
customized service packages that are not compatible will 
have a negative impact on the industry 7-10 years from 
now.  The companies that invest in operational terminals 
across multiple frequencies and operators will have a 
strategic advantage.”   
Tom Stroup, President Satellite Industry Association 
 
3. Peer-to-Peer Communications​ is defined by user groups, associations or channels of 
communication where product or service users can interact with one another.  Typically, these are 
third party organizations.  Within the satellite industry, I have identified three such groups, the 
Satellite Industry Association, Mobile Systems User Association ​and​ EMEA Satellite Operator’s 
Association.  ​Although these groups exist, there is limited communication amongst the actual 
users.  Interviews with several industry experts have yielded that this a potential opportunity for 
Ovzon.  There is certainly value in telling the world how great of a company we are but it’s just 
as important to listen.  
 
1 ​Inmarsat and Intelsat specifically address the interoperability challenge as it relates to military and emergency relief 
applications.  It’s important to note that Inmarsat has been a leader in mobile communications equipment for the past two decades 




“Technology looks easy on paper but real life implementation is much more challenging. 
Enabling users to speak to one another would eliminate a lot of confusion.  The feedback 
they provide would really push the industry forward.”   
Steve Wolgemuth, Director Satellite Services at Ovzon 
 
“User experience, especially with new technology like Ovzon, is 
very important.  Typically, decision-makers will speak together 
but there is no channel for users to communicate their ideas, 
struggles, solutions or tips & tricks.  I certainly believe that an 
outlet like this will improve user experience.”  
Gaetano Moreno, President of GoMedia Italy SatCom 
 
4. Telehealth ​or telemedicine is the distribution of health-related services and information via 
electronic or telecommunication equipment.  This enables remote patient care and connectivity 
between health professionals to expedite solutions.  The future of this particular segment is 
boundless in relation to topics such as remote surgery, visual diagnosis, and emergency relief. 
From the research conducted, there are no service or hardware providers discussing telehealth due 
to technical limitations.  However, the Ovzon solution is equipped to supply the largest data 









“The first priority for the military is to accomplish the mission.  The second priority is how 
safely and efficiently can it be done.  Preparing for a medical emergency is one thing but 
military personnel often deal with unprecedented situations, therefore the future of 
telehealth and telemedicine is always an important topic of conversation.”  
Magnus Wallmark, VP of Business Development at Ovzon 
 
“Safety is such a major concern for industries that 
we work with.  Companies and people  in remote 
locations require immediate connectivity and 
without failure.  It could be an oil rig in the middle 
of the ocean, a broadcaster in the jungle, or a 
soldier in the desert… if a life threatening incident 
occurs, being able to visually communicate with 
medical personnel is a must.  This is a strategic 
advantage of ours.”                                                    ​ ​Jim Gerow, Head of Key Accounts at Ovzon 
 
Ovzon Strategic Positioning & Key Insights 
Research Question two asks what is the Ovzon story and what type of content must be created to properly 
tell it.  The following open responses from the Ovzon staff helps to articulate the strategic positioning of 
the company.  An expert organization focused on solutions and customer satisfaction.  Years of 
experience from professionals who can simplify the task at hand, help navigate users through challenging 














Financial Impacts of Thought Leadership 
What is the financial value and return for being a thought leader?  Although there is a limited amount of 
statistical evidence that directly supports the financial benefit of a thought leadership campaign, there are 
several studies that justify its significance to the buying process.  First, I want to address the research 
previously conducted that supports the value that thought leadership provides to the bottom line for 
organizations and industry best practices.  Following that, I will explain what this means for Ovzon and 
how they compare with the competition.  Finally, how can the ROI be measured for Ovzon and what 
impact it may have on their financial performance. 
“No one ever got fired for buying IBM.”  
This quote directly references the risk adverse B2B buyer mentality that exists in our culture today. 54% 
of buyers say that they read 3-5 pieces of content before ever engaging with a sales rep (Edelman, 2019). 
Consumers, users and buyers are actively researching the products they wish to purchase and have 
typically made their decision well before they request a sales consultation. This is why thought leadership 
campaigns and educational content development can become so crucial for an organization.  Research 
shows that it impacts the RFP process, revenue wins and even allows companies to demand a premium 
for their service.  According to a survey done with Edelman and LinkedIn, 41% of C-suite executives say 
they invited a company to participate in a RFP after viewing their thought leadership content. Another 
49% of decision makers suggest that a company with a clear vision and well-articulated thought 
leadership campaign enabled them to demand a premium for their service (Edelman, 2019). Although the 




During my research, I identified three categories that can be used to measure the effectiveness of a 
thought leadership campaign on financial returns.  Broken down into ​(1) Reputation, (2) Relationships 
and​ (3) Revenue​: 
1. Reputation:  ​90% of C-suite executives say that their level of respect grew for an organization 
engaged in some sort of thought leadership campaign.  Reputation can be regarded as brand 
equity and is ultimately measured on perception or goodwill of the organization.  Brand equity 
and reputation as it relates to Ovzon indicates that an increase for speaking engagements, media 
inquiries, partnerships and association invitations will influence reputation amongst the satellite 
operator and service providers. 
2. Relationships:​ Research suggests that thought leadership impacts brand loyalty. 70% of 
companies agree that it is easier and much more cost effective to retain current customers than 
acquire new ones (Edelman, 2019).  This is imperative for Ovzon considering their sole customer 
is the US DoD. In addition, current customers can be an untapped resource that can help increase 
sales and influence peer organizations to engage (WoM marketing). 
3. Revenue: ​A well-positioned thought leadership campaign can assist an organization, increase 
brand perception and solidify a certain percentage of market share. What can become more 
valuable, is that the barrier for entry becomes much more challenging for the competition. 
Although there is limited research justifying the hard financial returns from thought leadership, it 
continues to be an important factor within the education and buying process for decision makers and 
influencers.  But what does this mean for Ovzon and how much should they dedicate to their marketing 
and thought leadership efforts? 
A 2018 survey with 168 CMO’s suggests that an average of 8% of revenue be allocated towards the 




marketing budgets include branding, lead generation and thought leadership content.  There is no 
evidence or best practice suggestions that establish how much should be allocated to thought leadership. 
However, I want to explain my thought process and how Ovzon should approach it.  
Marketing drives revenue. 
1. Branding​ is the first interaction that a prospect has with an organization. It’s typically the 
entrance point to a relationship and includes valuable assets such as the company website, social 
media and perception within the industry. 
2. When organizations put a higher percentage of marketing funds in​ lead generation​, it typically 
indicates that it requires more sales immediately. Webinar activities with industry publications, 
development of downloadable assets and events are just a few examples. 
3. In my opinion,​ thought leadership​ is a cross between branding and lead generation that uses 
content development tactics that include blogs, speaking engagements, social media activity and 
industry associations. 
Ovzon has never tracked marketing costs or effectiveness so 2020 will be the first time it has ever 
allocated funds to advertising, promotions, communications and events. One of the goals of this thesis is 
to create a marketing plan with a budget encompassing programs, people and technology costs.  I will 
submit a budget proposal that includes marketing personnel, programs, technologies, events and activities. 
According to the financial statements from several of the competitors within the industry, they are 
allocating anywhere from 3-5% of total revenue for marketing programs that ranges anywhere from $3 M 
to $8 M. It’s still unclear how much of those funds are directly allocated between branding, lead 




How do thought leaders in this industry evaluate an ROI on their campaign? What impact does it have on 
their financial performance? I have identified three companies within this industry that are considered 
thought leaders. 
1. OneWeb​ is considered a thought leader within the industry due to its commitment to what they 
call responsible space and their CSR efforts to connect schools in geographically challenging 
areas. They recently received a $1.2 B investment but since the company is not public, it’s 
challenging to understand the financial return on their marketing/ thought leadership campaigns. 
2. Speedcast Atlas​ recently sponsored Pole-to-Pole explorer, Mike Horn, and earned a great deal of 
media coverage when Horn went on his recent expedition. Financial reports suggest that the 
company increased its overall revenue but both their primary maritime products decreased in 
sales for the first time in five years. The increase in sales came directly from their services side of 
the business which Horn highlights during his 3 month campaign. 
3. Inmarsat ​is one of the major leaders within the satellite and telecommunications industry due to 
their longevity and technological advancements. They are considered a thought leader due to their 
involvement with multiple organizations, events and leadership stance with the work 
accomplished with the military. Through the first 9 months of 2019, Inmarsat has seen an increase 
of 3% in total revenue. 
In conclusion, Ovzon faces several challenges when it comes to evaluating the financial benefits of a 
thought leadership campaign.  However, it is not impossible and I believe that there are several ways for it 
to impact Ovzon in a positive direction.  By evaluating the short and long term effects of the campaign, 
it’s possible to measure the impact on RFP invitations, connections within the industry and may even 
prove beneficial when demanding a premium for the service.  As previously stated, Ovzon recently 




will increase the sales management team and global reseller network.  There is a significant investment 
for the success of the sales organization, which will be measured meticulously. That is why the 
measurement and constant tracking of success and failure of the thought leadership campaign is valuable 
to Ovzon.  Will thought leadership directly impact financial performance? C-Suite executives, decision 
makers and buyers seem to think so but now is the time to truly measure it. 
 
Limitations & Recommendations for Future Research 
This research has several limitations.  First, the insights gained from the Ovzon Identity survey must be 
critiqued knowing that a certain level of biasness does exist.  Although the survey response was higher 
than expected (84%), the sample size is relatively small 21/25.  Because of this, the results are ideal for 
developing the internal company image but the challenge to understand external perception remains.  In 
addition, due to financial restrictions, the researcher was unable to perform a larger/wider audience survey 
with industry professionals.  This is to be addressed in more detail below.  
 
Typically, miscommunication or misunderstanding is a common limitation when it comes to 
observational research.  In this case, the language barrier between the researcher (english) and subjects 
(swedish) along with foreign nomenclature resulted in various misunderstandings or gaps within the 
research.  During the Tampa Sales Meeting and Washington, DC Satellite 2020 event, this occurred 
multiple times.  
 
Finally, the interviews conducted with industry members internal or external of Ovzon concluded with 
valuable and thoughtful information.  However, with the limited amount of previous research conducted 




limitation is clearly the lack of previous research and the natural fluidity that comes with interview 
research.  Some questions were not discussed due to time constraints.  
 
The researcher recommends the following for future research with Ovzon.  First, to outsource with a third 
party satellite publication to survey their install base of readership about the innovators and leaders within 
the industry.  Furthermore, a brand identification survey would prove valuable to Ovzon.  The company 
believes they are well known and a survey like this would confirm or repudiate such ideas.  Next, the 
researcher recommends a focus group amongst employees to enable conversation and deeper 
understanding of the company position.  The survey results showed a lot of disparity when it comes to 
what industries Ovzon should participate in.  This is problematic for a few reasons and shows a lack of 
solidified direction.  
 
In conclusion, the research has some several limitations that can be improved upon.  Although the results 
are thorough, there is more that can be accomplished to determine the technological and social capital of 
Ovzon within the satellite industry.  
 
THE MARKETING PLAYBOOK 
 
Introduction 
The venn diagram pictured below represents the three major pillars to the recommended marketing plan. 
As noted on the image, the overlapping areas prove where assets, ideas and strategy can overlap and serve 
multiple purposes.  Below is a brief definition of each pillar and how the overlapping areas can work in 





Branding​ is an effective way to differentiate your business from the competition.  Experts suggest that 
brand is a promise to your customer.  It tells them exactly what they can expect from your products and 
services.  Through strategic wording and thoughtful design, ​brand​ identifies who the company wants to 
be and who customers and the outside world perceive it to be (Entrepreneur, 2019).  
 
Lead Generation​ is the company tactic to produce contacts with quality interest to purchase their product 
or service.  It is also the method to increase external partnerships and potential reseller activity. 
Typically, this strategy is defined to incentivize prospects to submit their contact information with the 
understanding that they will be contacted in the future to discuss sales opportunities.  Companies with 
operational products must identify ways to increase sales and sales funnel pipeline.  Lead generation is the 
term used to define this.  
 
Thought Leadership ​is a much more abstract concept that has been defined several times throughout this 
research document.  In concise format, thought leadership is designed to create engagement between an 
organization and its publics through the dissemination of informative and thought-provoking content that 












Section 1: ​ When branding and lead generation coincide, this typically results in a call-to-action that has a 
higher potential for a sales opportunity.  Prospects are aware of the company and wish to be contacted 
upon information submission.  An example is when a prospect wishes to learn more by filling in their 
information and requesting access to digital assets, such as a technical white paper or informative guide. 
This is measured by creating unique links and populated forms that directly connect with the company 
CRM.  Website activity can be tracked and measured with several different types of software.  Currently, 
Ovzon utilizes a Swedish CRM software called ​SuperOffice​ and the recommendation for website tracking 
is the free platform, ​Google Analytics​.  
 
Section 2: ​ While branding is a strong representation of the company perception, thought leadership is an 
avenue where brand identity and perception can actively live and evolve.  Examples of branding and 
thought leadership come in the form of live speaking engagements and panel discussions during a 
conference.  When forward thinking ideas can be discussed in a collaborative format.  This is an 
opportunity for Ovzon to specifically further their goal to be considered an innovative and 
solutions-focused organization.  Measuring a branding and thought leadership activity such as a live event 
can be challenging, but not impossible.  Occasionally, media outlets will recap certain activities on their 
platforms and the interconnectivity of social media enables an organization to measure engagement 
through the sharing of material.  Ovzon uses LinkedIn and Twitter for social media.  Although lead 
generation is important, the purpose of an activity like this is to create engagement during and post event 
physically and digitally.  
 
Section 3: ​ Thought leadership campaigns are designed to step away from the sales agenda so it’s 
uniquely valuable when leads are generated.  Ideally, a prospect that wishes to learn more or engage with 




lead.   In 2007, the credit card company, ​American Express​, introduced an information sharing platform 
for users and professionals to share their input on subjects like small businesses, property and wealth 
management (Crompton, 2014).  Due to the quality of content built from users and experts, the 
community grew exponentially and American Express was able to manage and authentically interact 
within the users group.  Measuring an activity like this is typically done by tracking the number of new 
users, posts and sharing.  
 
Section 4: ​ The utopia of the Branding, Lead Generation and Thought Leadership model results in highly 
qualified leads that understand the purpose of the brand and see value and longevity in the business, 
product and service.  In other words, a great opportunity to build relationships with new partners and sell. 
An example of this, is the development and dissemination of webinar content through a third party media 
outlet.  Ovzon can target specific engineers and decision makers in the satellite industry, offer up 
informative and relevant content and engage with the audience through Q&A.  If a prospect is willing to 
sit through a 45 minute presentation and ask questions about the product or service, there is a high 
probability they will be interested to purchase or partner with the organization.  Considering Ovzon’s 
limited email subscription numbers, the use of a third party media outlet adds credibility and introduces 













Story & Structure  
 
Draw on the past, analyze the present and illuminate the future.  
No company, individual or association can be considered a thought leader until they have proven their 
worth and credibility.  As a company in the re-start phase, it’s highly recommended to reintroduce the 
company, its values, capabilities, vision and more through steady and consistent messaging that 
articulates the collective professional experience within the organization and history of technological 
breakthroughs and innovation.  This can be accomplished utilizing social media, monthly blogs and 
various media outlets within the industry over the next 6-9 months of 2020.  
 
Although we do not have all the solutions, here is what we think.  What do you think? 
Becoming a thought leader takes patience and commitment.  Industry research has proven that users and 
customers are disappointed with the lack of factual information and empty promises that OEMs continue 
to promote with their products and services.  Ovzon has the unique opportunity to differentiate itself by 




feedback provided by customers tends to fall on deaf ears with the major satellite operators and service 
providers.  While most companies want to talk about their solution, ​Ovzon can listen​.  The feedback 
shared through third party surveys and activities will help push the industry forward and position Ovzon 
as a thought leader who listens.  
 
We are not a communications company.  We are a connections company.  
Guaranteeing and protecting users from false information are two major factors when developing trust 
between an organization and its publics.  Ovzon can accomplish this by validating what it says through 
the promotion of customer success stories.  This is rare for the competition and challenging due to the 
sensitivity of military communications, but there are several ways that this can benefit the company, its 
partner network and industry as a whole.  This is an important step at the beginning of 2021 and it will 
take time to identify the success stories, get approvals and create the relevant content.  
 
 
Measuring Thought Leadership 
Measuring the effectiveness of a Thought Leadership campaign is one of the biggest challenges for any 
marketing professional.  According to a recent press release announced by Ovzon in February 2020, the 
organization recently received an $8 M investment that will be dedicated to sales and marketing. It’s 
obvious from this commitment that Ovzon will most likely increase its sales revenue so it’s imperative 
that any marketing or thought leadership campaigns are measured appropriately and not just on sales 
growth. As of February 2020, Ovzon has never tracked marketing successes and has just integrated its 
first CRM system.  The lack of historical data makes this unique situation even more challenging but 





“What gets measured, gets managed.”  
Peter Drucker famously stated this quote in reference to marketing management. What type of metrics 
will be used to track how successful each program will be? What are the correct measurements to 
determine success or failure? Also, are there industry standards or other types of methodologies that can 
be implemented? The following explanation will provide clarity into the successful tracking and 
measurement of the Ovzon thought leadership campaign organized chronologically using subjective and 
objective examples to articulate what success looks like.  Recommended checkpoints in 3-month 
intervals: 
Evaluate the Past: ​Typically, this would be the best option when it comes to objectively measuring the 
success of a new marketing campaign or program. However, Ovzon has never had a marketing team and 
their list of assets include an outdated website, style guide and a history of attending several industry 
events.  There is no historical budget ever allocated to ‘marketing.’ The integration of their first CRM 
system is a huge step in the right direction that will play a major role in the development of future 
marketing campaigns and measurement of success. 
Evaluating the past objectively is a challenge, but there is a way to subjectively understand the company 
perception and history of marketing success. By conducting interviews with employees, industry 
professionals and customers, it’s possible to understand where the company stands today. Surveys are 
another form of subjective analysis evaluating the brand perception within the industry. For example, 
working with a publication, such as Via Satellite, to ask the following questions to their audience, (1) 
when you think of innovation, which companies come to mind? (2) When you think of thought 




repeated quarterly for the next two years to see how brand perception has changed over time. The same 
goes for interviews conducted with employees, industry professionals and customers. 
Today, it’s my understanding that Ovzon is perceived as a company with limited satellite coverage and is 
too expensive. The short term goal is to erase this negative perception (during 2020). The long term goal 
is to successfully reposition ​limited satellite coverage​ to ​dedicated/ focused coverage​. As it relates to 
pricing, a recent survey done by Edelman and LinkedIn shows that 49% of business decision makers 
believe that a company with a clear vision and well-articulated thought leadership has the ability to 
demand a premium for their product or service (Edelman, 2019). Another long-term goal is that ​too 
expensive​ becomes, ​you get what you pay for​. 
Measure the Present: ​There are several recommended marketing tactics that Ovzon must integrate into 
their strategy. This includes asset creation such as white papers, executive guides, promotional videos, 
etc. In addition, content development and dissemination methods such as website promotion, blogs, social 
media, webinars and speaking engagements. There are both subjective and objective methods to measure 
the success of these types of programs. 
To subjectively measure current promotional activities, this is really about evaluating the network that 
Ovzon is building. Requests for speaking engagements, media inquiries and invitations for interviews are 
just a few examples. This is very challenging to measure effectiveness compared to historical data since it 
does not exist for Ovzon, however; not impossible. For example, Ovzon is not affiliated with any industry 
associations or user groups. I have identified four major industry associations and believe that establishing 
a membership, sponsorship or connection will be a major win for the exposure of Ovzon and its 




There are many more objective ways to measure the effectiveness of the anticipated programs. First 
evaluate the company reach by measuring the increase/decrease in website traffic.  Traditionally, the 
company website is the most effective branding tool and is the first interaction with a customer. Its value 
can never be underestimated. Next, integrating the UTM (Urchin Tracking Module) is one of the most 
productive ways that an organization can track the success of specific campaigns within the CRM system. 
By attaching unique links to specific pages or downloadable assets, Ovzon will have direct knowledge of 
the success or failure of particular campaigns or assets. Finally, an objective measurement that tends to 
provide immediate results is the creation of A/B testing on social media or with advertising partners. This 
is a great opportunity to test out different titles, images and lead quotes to see which ones tend to get the 
best engagement and why. 
In the short term, Ovzon must identify quick wins such as creating industry partnerships and A/B testing 
with specific campaign messaging. The long term (2021-2022) success is more about understanding what 
is effective on the website (drives traffic) and what type of assets lead to higher quality leads and 
conversations. This will not happen overnight. Long term success will be determined after the proper 
measurements have taken place for no less than 12 months. 
Broadcast the Wins, Track Successes, Failures and Plan for the Future:​ This is the most important 
part for all marketers. Whether it’s a growing company creating a marketing program from scratch or a 
mature organization that spends millions on marketing, tracking every detail makes a difference. For 
Ovzon, this data will become the benchmark for future decisions over the next two-three years. Tracking 
a programs’ failure is just as important as tracking its success. 
Subjectively, Ovzon must broadcast the wins within the organization and celebrate the success. There are 
departments within Ovzon that have no idea whether the company is successful or not within the 




morale, growth and perception but never underestimate the value it has on job security for the marketing 
personnel. 
Objectively, a lead scoring and nurturing program can become a valuable asset for sales funnel 
management. A lead scoring program is a terrific way to assign value to leads that exist within the Ovzon 
pipeline. Not every lead that attends an event or downloads a white paper wants to be contacted by a sales 
rep immediately. In fact, 54% of buyers say that they read 3-5 pieces of content before ever engaging with 
a sales rep. I suggest using a ​Radar, Research, and Revenue​ model to determine the next step in funnel 
management. Utilizing the 100 point scale, the following is proposed. Radar (30) indicates that a lead may 
have downloaded a white paper, visited the website and watched a few movies… they are still 
investigating. Research (60) indicates that the lead has downloaded several assets, attended a webinar, 
visited an event and is ripe for a discussion with a sales rep. Revenue (90) is when the organization must 
ask itself, why haven’t we generated revenue from this prospect yet? 
In conclusion, measuring the success of the Ovzon thought leadership campaign will take time. It requires 
a mixture of tactics that must provide value in the short term such as industry relationships, the 
celebration of exposure activities and any revenue wins associated with marketing activities thanks to the 
UTM and CRM system. It also includes long term strategies that require constant tracking of website 
traffic, engagement on social media sites, lead scoring and ultimately the development of a CPL or cost 
per lead assessment by 2021. Success in the short term ( < 12 months) and long term ( > 12 months) will 










In conclusion, Ovzon is facing a critical time and must solidify current customer relationships, create new 
opportunities with partners and implement new processes to prepare for satellite launch in 2021.  With 
resources dedicated to sales, it’s imperative to create awareness and measure the effectiveness of all 
branding, lead generation and thought leadership campaigns.  “What gets measured, gets managed.” 
Success for Ovzon in 2020 will not be determined by sales, but by perception and increased market share 
within the community.  By executing a consistent and thoughtful content and marketing strategy, Ovzon 
can build positive momentum.  It is rare for a company to go from service provider to satellite operator so 
the story must be told.  Becoming a thought leader will not happen overnight and it starts with building 
credibility and positioning the company through authentic and transparent communications.  
Goal: ​ To be perceived as the innovative, solutions-focused satellite service provider that puts the 
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Appendix 1.A  Trade Organizations  
 
Organization  Information 
Satellite Industry 
Association (SIA) 
This United States based trade association represents the leading domestic satellite operators, 
service providers, manufacturers, launch services providers, and ground equipment suppliers. 
Since 1995, SIA has advocated on behalf of the commercial U.S. satellite industry on policy, 
regulatory, and legislative issues affecting the satellite business. SIA is a recognized focal point 
for the U.S. satellite industry in Washington, DC, representing and advocating industry positions 
with key policy makers on Capitol Hill and with the White House, FCC and key Executive 
Branch departments and agencies (SIA.org). 
GVF 
The only global non-profit association of the satellite industry. Founded in 1997 and 
headquartered in London, it brings together organizations from around the world representing the 
satellite ecosystem that are engaged in the development and delivery of satellite technologies and 
services for consumers, commercial and government organizations worldwide. GVF’s aim is to 
facilitate expanded access to satellite-based connectivity solutions globally, which is achieved 
through regulatory, policy and spectrum advocacy; training and certification; product quality 
assurance; and collaboration with user groups and other satellite stakeholders. The Board of 




Satellite mobility is revolutionizing the operations of maritime, aeronautical, enterprise business 
and governments worldwide. The Mobile Satellite Users Association is a non-profit association 
dedicated to promoting satellite mobility innovations and development of the satellite mobility 
market worldwide. The association fosters the exchange of news, information and ideas among 
mobility providers and users including those focused on communications, navigation, safety and 
other evolving applications. MSUA sponsors the annual Mobility Satellite Innovation Awards 
celebrating the top market proven mobility advancements and collaborates with conference 
organizers around the world to shape and facilitate conference programming dedicated to mobility 
market development. There are several competitors represented on the Board of Directors that 




Appendix 1.B Trade Publications  
 




GMC is a digital publication that tracks the trends, drivers and technology that fuel the military 
communications sector. GMC is affiliated with several targeted events that include the Mobile 
Deployable Communications event in Warsaw, Poland; Maritime Recon & Surveillance Technology in 
Rome, Italy; and the Small Satellites Conference in London, UK. This publication is important to 
partner with moving forward but spending advertising dollars with them may not be necessary. Their 
web presence (website + social) is poor. However, partner and competitor, Intelsat, currently advertises 
with them (GMC, 2019). 
Space News 
Space News is by far, the most well-connected publication within the satellite communications 
industry. Focusing on launch, civil, commercial and military applications, this is the ideal media 
organization to partner with. In addition, they are affiliated with several targeted events that include the 
SmallSat Symposium in Mountain View, California; Space-Tech Expo in Long Beach, California; and 
Global MilSatCom in London, UK. The advertising opportunities include event sponsorships, digital 







The only regional print and online magazine addressing the satellite industry and vertical markets 
across Middle East and Africa. Although the targeted geographic focus for Ovzon is Europe and the 
Americas, the Middle East and Africa are considered remote locations where mobility services are in 
high demand for military, maritime and commercial applications. They are affiliated with CABSAT in 
Dubai and Global MilSatCom in London, UK. Their digital website presence is growing but their 
social accounts are lack-luster. Competing companies such as SES, Thuraya and Thales advertise their 




Appendix 1.C Trade Events 
 
Trade Events 








There are several competitors and partners identified as exhibitors, 









This is the only conference that focuses on the Eastern European 
operational environment, a targeted geographical region for Ovzon. 
Partners and competitors attending, presenting or exhibiting include 
Eutelsat, Intelsat, Viasat, Thuraya and Thales. Primary competitor, 








Keynote presentation by Ovzon satellite manufacturer, Maxar 
Technologies. Ariane Group, Ovzon launch partner, is a primary sponsor. 
Major industry organizations represented include MSUA, SSPI, Northern 
Sky Research and GVF. 





Maritime Recon & Surveillance Technology (February 5-6) located in 
Rome, Italy. Ovzon wishes to further penetrate the maritime industry due 
to its technology offering and this is the primary show in Europe. Ovzon 






Satellite 2020 (March 9-12) located in Washington, DC. This is the 
premiere event in the United States for all satellite manufacturers and 
providers. Eutelsat, Intelsat, Viasat, Inmarsat and Iridium are all 
represented as either exhibitors or presenters. Ovzon CTO, Kennet Lejnell, 
will be attending and speaking on “Smallsats in GEO.” 
Global MilSatCom Nov 3-5 
London, 
UK 
Global MilSatCom 2020 (November 3-5) located in London, United 
Kingdom. Partners and competitors identified as major sponsors include 













Appendix 2.A  Competitive Analysis 
 
Organization  Information 
Inmarsat 
With over 40 offices worldwide, Inmarsat is the most well-known company within the space. 
Headquartered in London, Inmarsat owns and operates 13 satellites, their compact terminals can be 
accessed from vessels, aircrafts and vehicles in the most remote locations. They have the strongest 
media and communications network amongst peer companies. Utilizing Twitter as a branding engine, 
they also produce a lot of video content for the FB and LinkedIn audience (amassing 100,000 followers 
combined from all platforms). Multimedia and content development work is high quality. Inmarsat is 
focused on the maritime industry and is the primary competitor for Ovzon in this space. 
SES 
Amongst primary peers, SES owns the lion share of the industry with an $8.8 billion market cap. Their 
primary target customer operates in the broadcast, mobile networks, sports, news, events and 
entertainment markets that include film and television. If Ovzon wants to compete in the commercial 
space, they will need to compete directly with SES. They are clearly pushing identical content across 
their FB, LinkedIn & Twitter platforms. 
Iridium 
Iridium is one of the few peer companies headquartered in the United Sates (McLean, VA). Currently 
engaged in #flarewell program that is focused on removing several satellites and structures to make way 
for their newest investment into technology and satellites. This is their attempt at sustainability 
awareness and corporate social responsibility but it is poorly communicated and seems like green 
washing. Current market cap is estimated at $2 billion. 
Intelsat 
Ovzon and Intelsat have a very unique relationship. The two companies lease capacity from one 
another. With a market cap of $3 billion, Intelsat has the strongest digital asset collection compared to 
any of the other competitors. Case studies, fact sheets, supplier information and infographics are readily 
available on the website and used as content through their various social networks. This includes 
Twitter (18k followers), LinkedIn (27k followers) and Facebook (7k followers). 
Eutelsat 
Currently the second largest peer company with a $4.7 billion market cap, however they are 
experiencing a decline in sales growth (-2%). Eutelsat launched their seventh satellite in June 2019 with 
expectations to be commercially available at the end of 2019. The bulk of their business comes from 
customers located in Europe, the Middle East and Americas resulting in $920 million or 66% of the 
business. On average, the company is producing content once per week highlighting the company 
executives and technologies. 
Viasat 
Headquartered in Carlsbad, California, this global company produced $2.1 billion in revenue during 
2019. They focus heavily on cyber security, SATCOM and satellite products for business, government, 
military and residential industries. Viasat owns the largest customer facing distribution network within 
the industry. There are over 5,000 employees that work for Viasat. Their video production, marketing 




Appendix 3.A  Interview Questionnaire  
 
 
Following a brief introduction to the research, all interviewees were questioned about their professional 
experience within the satellite industry.  Questions were slightly customized to each individual.  The 




Simon’s Seven Questions​ and ​the Launch Strategy Evaluation​ to measure the market characteristics, 
technological and social capital for Ovzon and the industry as a whole.  
 
1. Social Capital is measured by the quality or size of an organizations’ network.  By partnering 
with major satellite operators, manufacturers and industry professionals, this company is enabled 
to diversify itself within the market.  What are the major relationships that exist today and what 
are the ones you wish to create? 
2. Technological capital refers to two components of the business.  First, engineering, R&D and 
production.  Second, the level of communication skills such as marketing, promotion, sales force 
and distribution.  
a. What is Ovzon’s technological capital today and where do you see it two years from 
now? 
b. Where do you see the Ovzon social capital today and where do you expect to see it two 
years from now? 
3. Who do you feel is the primary target audience for Ovzon?  Is there a secondary market? 
4. The reseller network is a valuable asset for any organization, how do you identify the right 
partners today and what type of capabilities make for the ideal candidate? 
5. Ovzon expects to revolutionize the mobile broadband industry with their product offering.  Can 
you talk about the word, revolutionize, and tell me what it means to you? 
6. What are the core values of Ovzon? 
a. How do you prioritize shareholders, customers and employees?  How are they connected? 
7. What are the biggest accomplishments of Ovzon?  What are you most proud of? 
8. What critical performance variables are you currently tracking?  What does success look like in 1 
year, 2 years and 5 years for Ovzon? 
9. What are the strengths of the Ovzon organization?  What are the weaknesses? 
10. What are the questions or concerns that keep you up at night? 
11. What are the biggest issues within the industry?  What are the problems of tomorrow and who is 
actively doing their part to solve them? 
a. Interoperability 
b. Telehealth 
c. Peer-to-peer communications 
d. Sustainability 













Survey Introduction:  The goal of this research is to better understand who Ovzon is today and what 
makes this organization a potential leader within the mobile broadband satellite industry.  This survey is 
solely focused on analyzing the brand identity of Ovzon from the internal shareholder perspective, mainly 
employees.  ​"A thought leader is someone with proven expertise and experience.  One who is not afraid to 
share it with the world." 
 
The survey was segmented into four parts.  
 
1. Section One captured basic employee information that included questions related to their job title, 
length of employment and whether they are customer-facing or not. 
2. Section Two focused on the competition within the market.  By analyzing eight different satellite 
operators, hardware and service providers, this survey was able to identify the companies Ovzon 
should differentiate from, emulate or partner with.  Part of this section measured respect levels, 
brand recognition, customer satisfaction and levels of perceived innovation. 
3. Section Three focused on the strengths and weaknesses of the Ovzon brand, product, service and 
industry relevance.  Respondents were asked to rank words such as ​customer-focused, creative, 
professional, high-tech, global and solutions-focused pertaining​ to the brand perception.  In 
addition, the survey asked the respondents to identify the ideal target industries for the current 
and future product offering.  
4. Section Four asked the respondents to put themselves in the position of the users and answer 
questions relating to the challenges they currently face.  Beginning with an analysis of technical 
capabilities such as power requirements, transmission speeds and customer service.  In addition, 
the survey identifies several channels of information gathering (publications, events, industry 
associations) and asks the respondents to rank which outlets they consistently use.  
 
The Ovzon Identity Survey can be found ​here​.  
 
 
Appendix 3.C   Ovzon Observation Summary 
 
Ovzon understands the customer and has a wealth of technological experience from the years of 
interaction, feedback and product development.  Their strength is their knowledge and invaluable 
relationships created over time.  Their weakness is that no one outside of the immediate customer knows 




conducted during the Tampa Sales Meeting in January and the Satellite 2020 Event in March 2020 
resulted in the following insights:  
 
Ovzon Sales Meeting, January 27-29, 2020 in Tampa, FL: ​ A three-day event with sales 
representatives and upper management members discussing the customer pipeline.  There was a dedicated 
focus to customer retention and a broader discussion surrounding new customer acquisition and which 
industries to approach.  The following were in attendance, EVP Business Development, CEO, VP 
Business Development, Head of Key Accounts, Director of Satellite Services, Channel Manager Western 
Europe, Channel Manager Eastern Europe, Technical Sales Manager, Head of Customer Service and 




1. Of the employees in the room, the four major upper management members have been with the 
company 10+ years and everyone else has been employed less than 18 months.  If each person in 
that room was asked to give a 30-second elevator pitch about the company, there would be eleven 
different answers.  
2. The conversation within the room was highly focused on the technical capabilities of the Ovzon 
product/service with varying definitions of the Ovzon value proposition.  
3. The CEO has a significant interest in communicating the value of Ovzon transitioning from a 
service provider to a satellite operator with the hopes to positively impact relationships with 
current investors and identify new ones.  How can Ovzon bring more value to the customer? 
4. Ovzon currently promotes that it is a global company but the service suggests otherwise.  A 
pivotal observation is that the act of transparency can be a differentiator in a market full of 
confusion and misleading statements relating to capabilities.  
5. A positive observation is that Ovzon truly believes in the value they provide their current 
customer.  That their product offering and customer service levels are above and beyond.  The 
word, accountability, was referenced several times and should be used in future marketing and 
thought leadership campaigns.  
6. Finally, Ovzon was able to look at their industry and company through a different light following 
an in depth competitive analysis provided by the researcher.  Although, more questions may have 
come from the conversation than answers, it was still beneficial to discuss these topics and more.  
 
 
Satellite 2020 Trade Event, March 9-12, 2020 in Washington, DC: ​ A four-day event focused on 
customer retention and acquisition during the most important event in 2020.  Ovzon hosted a hospitality 
suite at a local hotel within walking distance from the Walter W. Washington Convention Center. 
Resellers, users, partners and media members were invited to two separate events on Tuesday and 
Wednesday afternoon.  The following Ovzon employees were in attendance, EVP Business Development, 




Western Europe, Sales Technician North America, Sales Technician Europe, Boardmember, Head of 




1. The Satellite 2020 Event took place during COVID-19 which dramatically impacted the 
attendance, resulting in cancelled meetings and culminating in the show closing early on 
Wednesday afternoon.  This unprecedented event unfortunately impacted the anticipated exposure 
that Ovzon hoped to achieve.  However, there are several highlights and observations from the 
event. 
2. Co-Founder Per Wahlberg is a well respected and recognized industry professional in the satellite 
community.  This was reinforced several times during multiple conversations with individuals 
outside of the organization.  
3. Ovzon met with several high-profile organizations (Intelsat, Eutelsat, Maxar Tech) which resulted 
in a major win for the organization (Ovzon, 2019).  In addition, several reseller and prospect 
meetings took place with military organizations outside of the US.  
4. The Ovzon organization is seemingly top heavy and although it’s important for employees in a 
start-up to wear many hats, there is a certain amount of overlap leading to missed opportunities 
and wasted time/resources.  The company would benefit from creating an organization chart with 
assigned duties and responsibilities.  
5. When it comes to managing the sales pipeline, the amount of information and tools needed to 
close business is not enough.  For example, a price list does not exist and the sales managers are 
unable to quote products or services for customers.  If you cannot quote, you cannot expect to 
sell.  
6. Meetings with Via Satellite and SatNews were extremely beneficial to determine the resources, 
capabilities and costs of building brand awareness, lead generation or partnering for thought 
leadership campaigns.  In addition, an in-depth analysis of SES and their marketing efforts with 
Via Satellite provided valuable insight for future marketing campaigns.  
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